Corporate reputation emerges from the images held by various publics of an organization. A positive reputation can result in a number of bene®cial consequences that ultimately facilitate better corporate performance. However, meaningful research can only result from measures of reputation that are psychometrically sound. A review of the empirical studies that employ a corporate reputation measure is undertaken and the role of the halo eect is considered. A case study of the beverage industry in Malta is used to describe a typical process for the development of an instrument to measure corporate reputation with the general public. Results are discussed and limitations are noted.
INTRODUCTION
Corporate and brand reputations are relevant to industrial buyers, consumer buyers as well as to stores and service ®rms including providers of professional services. Indeed, the latter`have long been concerned about developing and maintaining a high quality reputation ' (Hite and Bellizzi, 1986) .
Research on corporate reputation is rooted in earlier work on corporate image, corporate identity and personality. Between the 1950s to the 1970s the focus was primarily on the image that external stakeholders held of a ®rm or store and the graphic design elements were central (Martineau, 1958) . During the 1970s and early 1980s strategy moved to center stage and corporate identity and corporate personality became salient. The interaction of strategic stance and organization culture creates particular corporate personalities that extend beyond visual identi®cation and induces multiple corporate identities among dierent publics of the ®rm. Since the late 1980s the focus has shifted to corporate reputation and incorporates not only the current image but also the organization's past behavior (Fombrun and Shanley, 1990) .
Corporate reputation is closely related to brand equity. Multi-product companies commonly use`umbrella branding' in a variety of markets' Ð the practice of labeling more than one product with a single name. Umbrella branding plays a role not only at the brand but also at the corporate level. The intangible nature of service products in particular does not favor individual product branding and renders corporate umbrella branding particularly important for service ®rms. Here,`the company name is the brand name' (Berry, Lefkowith and Clark, 1988) .
There are two underlying theoretical approaches to understanding the concept of corporate reputation. These can be termed piecemeal-based processing and categorybased processing (Keaveney and Hunt, 1992) . The piecemeal-based model is characterized by:
(1) attributes that are evaluated anew each time they are encountered (2) evaluations are independent of other attributes present and (3) overall judgements are formed by combining these isolated elements.
On the other hand, category-based processing argues that individuals will ®rst attempt to match a stimulus to a known category stored in memory (Fiske and Pavelchak, 1984) . Most conceptualizations of corporate reputation, corporate image, identity and related constructs rely on the piecemeal model and consider related but not identical attributes in their measures. However, ®ndings from empirical studies can only be integrated into useful theoretical frameworks if the measures used meet strong psychometric criteria. This point is well made by Jacoby (1978) who in considering the measures used by marketers holds that:
More stupefying than the sheer number of our measures is the ease with which they are proposed and the uncritical manner in which they are accepted. In point of fact, most of our measures are only measures because someone says that they are, not because they have been shown to satisfy standard measurement criteria (validity, reliability, and sensitivity).'
The purpose of this paper is to review measurement instruments that have been used, highlighting their strengths and weaknesses and to describe a method for actually developing reputational measures. The process is illustrated with the development of an instrument for measuring corporate reputation among consumers in the beverage industry. The role of a halo eect is considered, and limitations are noted.
CORPORATE REPUTATION AND ITS CONSEQUENCES
The various de®nitions of corporate reputation have considered at least four elements. Fombrun (1996) emphasizes that corporate reputation represents the net aective or emotional reaction and involves the overall estimation in which a company is held by its constituents. A second aspect considers the object speci®c components on which this overall evaluation is based that may include the extent to which the ®rm is well known; good or bad, reliable, trustworthy, reputable and believable (Brown, 1995; Levitt, 1965) . Weigelt and Camerer (1988) group these attributes under the two headings of economic and non-economic variables while emphasizing a third aspect in that reputation is the result of past actions. For these authors corporate reputation is de®ned as a set of economic and non-economic attributes ascribed to a ®rm, and inferred from the ®rm's past behavior (Yoon, Guey and Kijewski, 1993) . A fourth aspect of corporate reputation emphasizes information cues that result from direct and indirect experiences and information received (Fombrun and Shanley, 1990; Sullivan, 1990; Yoon, Guey and Kijewski, 1993) . Spence (1974) emphasizes the management aspect and asserts that it is the outcome of a competitive process in which ®rms signal their key characteristics to constituents to maximize social status. Firms interact with a multitude of publics, each of which often gives dierent consideration to a common set of reputation attributes. Therefore, the ®rm often has not just one but an array of images that together shape its reputation. For example, in looking at corporate reputation, managers and stockbrokers are likely to place strong emphasis on ®nancial performance. This is so because Western ®rms, in particular, are under considerable pressure to show positive short-term pro®t performance (Webster, 1988) . On the other hand, consumers are likely to attribute greater importance to consistently high quality (Yoon, Guey and Kijewski, 1993) . For consumers, the ®rm's ®nancial performance may be of less import in assigning a reputation to the ®rm. The images of the ®rm held by the dierent publics cannot be
